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CHAPTER I 
THE PROBLEM AND DEFINITIONS OF TERMS USED 
All too often there exists a barrier of misunder-
standing between a school district and the general public 
which it serves and from which the district receives finan-
cial support. Many who have assessed this barrier of mis-
understanding have centralized on a lack of effective 
communication as the prime element of weakness. The bases 
for these conclusions have been random observations and 
case studies, not evaluation to determine the strengths of 
the various communication media or in various communicating 
procedures. 
It has been stated that in the next twenty years the 
big question for public education will be, "Will our citi-
zens support the kind of public education that is essential 
in our form of society11 (25:7)? With constant and continu-
ous reliance upon taxation levies as sources of revenue, 
this question is relevant for the public schools in the 
State of Washington. 
Public schools in the United States exist either be-
cause the general public has campaigned for them, is willing 
to accept them, or is willing to tolerate them (7:54). In 
large measure the existence of public schools in the United 
States, including the State of Washington, is dependent, 
directly or indirectly, upon financial support from the 
public. The citizens of the United States have neither 
been asked nor permitted to individually decide how much 
shall be spent for the financing of the national govern-
ment, the several st·ate governments, and, in many in-
stances, the local governments (25:44). As the opera-
tional costs of these agencies continue to increase, 
resulting in additional tax assessments upon the .public, 
it is indeed tempting for the citizenry to consi4er pub-
lic school tax levies in a negative fashion. 
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In addition to being in direct competition with 
other agencies and interests for support from the general 
public, public schools must contend with three other dif-
ficulties in obtaining financial support: (1) results of 
education are intangible; (2) the benefits of education to 
adults are indirect; and (3) the most commonly recognized 
educational benefits are remote (17:30-31). 
It has been said that we get the kind of schools 
that we deserve (21:47). The other side of the issue is 
that schools receive the kind of support that they demon-
strate they deserve (21:47). School public relations has 
been generally conducted on a crisis, hit-or-miss, or hap-
hazard basis (23:32). In many cases school public rela-
tions is a sporadic function with a temporary purpose of 
securing an affirmative vote by the electorate on a bond 
3 
issue or a tax levy. The primary issue under such opera-
tional procedures becomes the passage of the particular 
bond or levy, not a thorough understanding by the general 
public of the school's educational objectives and programs. 
I. THE PROBLEM 
Statement of the problem. Obtaining adequate funds 
for the operation and maintenance of public schools has 
always been a major task (17:186). In their quest for 
quality education, school districts in the State of Wash-
ington have been forced to rely upon taxation levies to 
complement their existing financial resources. 
It was the purpose of this study (1) to ascertain 
the effectiveness of communication media in aiding school 
districts in the passage of school taxation levies; (2) to 
determine whether direct or indirect components of commu-
nication had a more favorable influence upon the passage 
of taxation levies. 
Importance of the study. The extent to which pub-
lic schools receive the cooperation of the general public 
in the form of financial support is dependent upon the 
general public's understanding and acceptance of educa-
tional issues. Cooperation is based on understanding and 
acceptance; understanding and acceptance are a result of 
effective communication (23:37). 
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The information concerning school issues possessed 
by a school district's public are transmitted by communi-
cation media; therefore, the effectiveness of the communi-
cation media employed should be determined. One measure 
of the effectiveness of various communication media is the 
degree to which a school district's public will support 
its request for a tax levy. 
Whether or not a significant relationship exists 
between the number of communication media employed and the 
passage of taxation levies should be of assistance to 
school districts in future campaigns and public relations 
in general. The relationship between the use of direct 
and indirect components of communication and the passage 
of taxation levies should aid school districts in the se-
lection of their communicative media. 
Scope of the study. The study included school 
districts in the State of Washington which had held one 
or more special taxation levies during 1966. 
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II. DEFINITIONS OF TERMS USED 
Communication. Communication may be defined as any 
observable behavior by which information is transmitted 
from an information source to a human recipient in an ef-
fort to establish understanding (18:58). 
Communication media. Communication media would be 
the information source or instrument utilized to transmit 
information, as a communicative process, to a human re-
cipient. 
School public relations. School public relations 
is the schools' operational programs concerned with build-
ing and maintaining a sound and productive association 
with the publics with whom the schools are in contact. 
The objective of this association is to produce a harmo-
nious working relationship between the schools and their 
publics (30:1, 35:109). 
The school's public. The school's public consists 
of those individuals or groups served by the school or in 
contact with the school. This contact may be initiated 
by the school, or by an individual or group not directly 
associated with the schools. In a sense, the school's 
public and the general public are synonymous. The entire 
school's public would consist of several respective groups 
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(i.e., school board, alumni, students, parents, taxpayers, 
teachers, administrators, community groups, pressure 
groups, etc.) (17:223-226). 
CHAPTER II 
REVIEW OF THE LITERATURE 
School public relations, and in particular the 
coJD.municative aspects thereof, is perhaps the most ne-
glected phase of a school's operation. There have been 
several excellent books and periodical articles written 
in the area of school-community relations. Most of this 
material, though, has been concerned with school public 
relations, with communication concepts treated as sub-
sections and, often, very briefly. 
There is a lack of research relating the ef f ec-
ti veness of communication media to attitude and opinion 
conversion. The majority of conclusions in this area 
have been arrived at by subjective judgment rather than 
objective research. In particular, a barren area exists 
concerning studies relating the effectiveness of various 
communication media with positive or negative reaction 
by voters on public school tax levies. 
This chapter will consider the elements of effec-
tive school communication, communication and persuasion, 
and iluplementation of effective school communication. 
I. ELEMENTS OF EFFECTIVE SCHOOL 
COMMUNICATION 
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Four components are essential for the communica-
tion process to function. These components are the com-
municator, the recipient, the communication content, and, 
ultimately, the question of the effect of the communica-
tion (33:4). 
One-way communication involves a source with a 
message, encoding of the message by the source, trans-
mitting the encoded message by the source, and a receiver 
to decode the message (17:61-62). Two-way communication 
allows for a response and feedback by the receiver 
(17:63-64). Feedback is of critical importance in deter-
mining the degree of success of any communication (33:22). 
As opposed to one-way communication, two-way communication, 
through feedback, encourages clarification of concepts 
and ideas until mutual understanding and accord is reached. 
Six elements of effective school communication, in 
addition to the importance of two-way communication, are 
emphasized by Sumption and Engstrom (34:103-104). The 
first is that school communication should be comprehensive. 
School communication should reach every section and every 
member of a community. 
A second element is flexibility. Flexible communi-
cation is adaptable to changing situations. With mobility 
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of population and a rapid change of personal, economic 
and social interests, educational situations are in a con-
stant state of flux. To cope with this mobile transition, 
a school must maintain a flexible communication system. 
Perhaps the most important characteristic is that 
of accuracy. Public confidence in a school district can 
not be maintained if the public does not receive an ac-
curate account of the school's functions, operations and 
procedures. This information must include both the posi-
tive and the negative aspects. 
A fourth element is a structured communication 
process. A structured communication process provides a 
framework whereby communication is channeled for an ef-
ficient flow of information. By proper structuring, 
duplication and wasted effort are eliminated. 
The fifth characteristic is organization. As with 
all aspects of a school, its communication system should 
be competently organized. When properly organized, there 
will be co-ordination of effort, assignment of responsi-
bility, and delegation of authority. 
The sixth element cited is development of long-
range objectives. No school system should operate its 
communication for a singular purpose. Every communicative 
act should be within the context of long-range patterns 
and objectives. 
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To be effective, school communication must be 
clear, concise, and uncluttered with nonessentials (23:38). 
A school's public should have access to adequate and 
factual information, not boredom. 
The communicative process of a school's public re-
lations program should be a continuous, on-going process 
(17:116-117). Initial communication should be reinforced 
by a follow-up message (23:38). Repeating a communication, 
in variant forms, tends to prolong its influence (1:46). 
II. COMMUNICATION AND PERSUASION 
Although communication channels may be transmitting 
information to prospective recipients, it cannot be 
readily assumed that the attention of the prospective re-
cipients has been secured. A research study has indicated 
that an average family of four is exposed to 1,518 differ-
ent ads in a single 15-hour day (21:47). Such exposure 
poses stiff competition for the communicative efforts of 
public schools. In many instances the individuals that a 
school district would want in its audience are often the 
least likely to be there (1:54). 
An intended recipient must be attentive if a com-
munication is to be effective (18:63). People tend to ex-
pose themselves to those communications which are in accord 
with their existing attitudes and interests (16:19). 
Conversely, they tend to avoid communication which is in 
conflict with their existing attitudes and opinion. To 
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be accepted, a communicated message must be perceived by 
an individual as related to his needs and to his relation-
ships with people with whom he lives and works (17:41). 
It has been commonly observed, by social scien-
tists, public relations experts, and others, that indi-
viduals are far more amenable to having their existing 
needs implemented than they are to developing entirely 
new needs (16:121). An individual is most likely to re-
spond to events or messages pertaining to his most urgent, 
and least fulfilled, needs or wants (17:35). Information, 
relevant to the satisfaction of needs, received by an in-
dividual after his needs have been aroused results in 
greater acceptance than when the order is reversed (14: 
135). These affirmations clearly indicate that need 
satisfaction and want fulfillment are potent factors in 
the degree of receptiveness of an individual to a commu-
nicated message. 
When a congruence exists between content, inter-
preter predispositions, and situational factors, a re-
cipient's exposure to specific communication content may 
be specific, overt action (11:87). Communication is effi-
cient to the extent that these overt actions facilitate 
rational judgment (32:125). The "recommended opinion" 
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presented in a communication is a prime element in a per-
suasive situation (15:10). The "recommended opinion" is 
the opinion which a communication is advocating. To a 
considerable degree, the "recommended opinion" will de-
termine whether the resultant overt actions will culminate 
in rational or irrational judgments. 
Conversion is the process of influencing an indivi-
dual to change from his ''original opinion" to a "recom-
mended opinion". Several factors and/or situations have 
been cited as being effective in the conversion process. 
First, the less informed people are on an issue, the more 
susceptible they are to opinion conversion through the in-
fluence of communication media (32:537). Second, more 
opinion changes in the desired direction can be expected 
if conclusions are stated explicitly by communication 
medium, than if the audience is allowed to draw its own 
conclusions (1:10). Third, more actual opinion change is 
likely to result if an extreme opinion change is requested 
(1:84). Fourth, if opposite views are presented continu-
ously, the view presented last will probably be most ef-
fective (1:6). Fifth, persons under cross-pressures have 
been observed to be particularly susceptible to conversion 
by mass communication, as well as by personal influence 
(16:77). Sixth, experiments that have compared the ef-
fects of single and multiple media exposure have typically 
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found that multiple media exposure is more persuasively 
effective (16:106). Seventh, the opinion change sought 
will be greater if the communicator has high credibility 
than if he has low credibility (1:72). 
In the process of attempting to convert an indivi-
dual or group to a "recommended opinion", several adverse 
or negative factors and/or situations should be considered. 
First, facts may be successfully communicated without pro-
ducing the opinion changes which they are intended or ex-
pected to produce (16:88). Second, if the conveyed con-
tent is contradictory to predispositions of the interpreter, 
it may be misperceived, or its meaning distorted (11:188). 
Third, persuasive communication often creates a conflict 
between an individual's initial opinions and those aroused 
by the communicated message (15:283). Fourth, relatively 
little persistence can be expected when converted opinions 
are subsequently brought into conflict with other motives 
or pressures (15:284). Fifth, studies have indicated that 
persuasive eommunications which employ threat appeals are 
likely to be less effective as the threat becomes more ex-
treme (16:117). Sixth, expectation of manipulative intent 
is a major determinant of resistance to persuasive commu-
nication (15:295-296). Seventh, although repetition is of 
value, sheer parrot-like reiteration may begin to irritate 
the audience (16:119). 
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Person-to-person or personalized communication is 
generally agreed to be the most powerful and effective 
means of transmitting messages (2:33, 16:108-109, 17:69, 
32:531). The magnitude of effectiveness of personal in-
fluence, though, has not been determined. Apparently, 
personal influence is not essential to the process of 
opinion change, and mass communication may at times be a 
sufficient cause. However, where personal influence did 
play a role, it typically exercised a more crucial influ-
ence than any of the media with which it was compared 
(16:69). Klapper concludes: 
All other conditions being equal, as they are in 
the laboratory, face-to-face contact is more effi-
ciently persuasive than radio, which, in turn, is 
more efficient than print. TV and films probably 
rank between face-to-face contact and radio, but 
this latter point has not been empirically demon-
strated. 
All other conditions are, however, rarely equal 
outside of the laboratory. The media are, to begin 
with, differentially attended. Some topics, further-
more, may be susceptible of better presentation by 
visual rather than oral means, or by print rather 
than by film, while for other topics no such differ-
ence exist. The relative persuasive power of the 
several media is thus, in real-life situations, like-
ly to vary from one topic to another. Personal in-
fluence, however, appears to be generally more 
persuasive than any of the mass media. 
The combined use of several media, plus face-to-
face contact, formal or informal, is believed by both 
master propagandists and by social scientists to be a 
peculiarly effective technique of persuasion (16:108-
109). 
III. IMPLEMENTATION OF EFFECTIVE SCHOOL 
COMMUNICATION 
Every school communication program should be 
guided by certain objectives. This means that every 
school district should .. have a sense of direction toward 
definite objectives, provably sound" (20:31). Crystali-
zing these objectives involves planning, defining goals, 
and organizing a program of action to reach these goals. 
McCloskey defines this strategy as taking the initiative 
or the action corollary of the communication principle 
of primacy (17:103). 
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After objectives have been selected, the communica-
tion process should begin "where the people are" (17:23). 
The communication process should be conceived with an 
understanding of the public's attitudes and wants as they 
pertain to schools and education (25:45). The school's 
public cannot be expected to understand or to accept that 
which it cannot conceive or comprehend; therefore, the 
communication process should begin with current percep-
tions and hence, move into broader concepts of the school 
and education. 
After the public's wants, attitudes, and level of 
educational understanding have been ascertained, a pro-
gram of information dissemination can be adequately 
structured. 
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To function effectively, the communicative process must 
embody elements which are essential for effective school 
communication. These have been discussed under "Elements 
of Effective School Communication," pages 8 to 10. 
To get a school message to the school's public re-
quires the use of every possible channel of communication 
(2:28). Both mass media communication and personalized 
communication should be employed. Some school districts 
will not have access to all of the numerous media avail-
able, nor should every district use all of them. Those 
which are employed should be used aggressively, not with 
half-hearted effort. But regardless of the effort ex-
tended or the media employed, integrity must be maintained. 
To possess integrity, the context of the communication 
content must be completely honest (23:33). 
Communication involving participation is the most 
effective (17:108). Good school communication should be 
implemented by involving all school personnel and all sec-
tors of the community as active, not passive, participants. 
Involvement produces an association and a sense of duty. 
Participation creates substantial, tangible cooperation 
between the community and the school (24:56). 
Communication should lead to understanding, which 
should lead to cooperation, which should result in pro-
gress (27:6-7). Progress, in the context of school 
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communication, would be achieving predetermined objectives. 
Periodic evaluations should be conducted to determine the 
efficiency and effectiveness of the communication process 
(26:58). An evaluation of the communication process should 
off er means of improving the present system or structure 
of dissemination, in addition to indicating how well ob-
jectives have been met. 
IV. SUMMARY OF THE LITERATURE 
Elements of effective school communication are com-
prehensiveness, flexibility, accuracy, a structured com-
munication process, organization, and long-range objectives 
(34:103-104). The communication process should function 
within a framework of two-way communication (17:63-64). 
Personalized or person-to-person communication is general-
ly agreed to be the most powerful and effective means of 
transmitting messages (2:33, 16:108-109, 17:69, 32:51). 
Conversion of an individual to a "recommended 
opinion" is largely contingent upon the effectiveness of 
the communicative process, the content of the message, 
and the media employed. The extent of conversion is de-
pendent upon the influence and effect of several positive 
and negative factors and/or situations. Several authors 
have concluded that need satisfaction and want fulfillment 
are prime factors in determining the degree of receptive-
18 
ness of an individual to a message (14:135, 16:121, 1?:35). 
Effective school communication should be guided by 
objectives. It should begin ttwhere the people arett 
(1?:23). \.Jhile utilizing every possible channel of com-
munication (2:28), school communication should embody the 
elements of effective communication. School communication 
should involve participation by all school personnel and 
members of the community. To insure that the program is 
operating effectively, the school communication program 
should be constantly evaluated (26:58). 
CHAPTER III 
RESEARCH PROCEDURES 
In order to ascertain the relationship between com-
munication media and the passage of tax levies in Washing-
ton school districts, and to determine whether direct 
components or indirect components of communication have a 
more favorable influence on the passage of taxation levies, 
the investigator decided upon a questionnaire type study. 
The research method. A compilation of school dis-
tricts that had presented tax levies to the voters during 
1966 was obtained from the Washington Education Associa-
tion. The data indicated whether respective levies had 
passed or failed. 
School districts were classified into one of five 
categories. These categories were determined by the size 
of the various districts according to full-time student 
enrollment for grades one through twelve, inclusive, and 
those districts that had presented tax levies for voter 
approval as indicated by the Washington Education Associa-
tion. These categories were (1) from 1-500 students; 
(2) from 501-1,000 students; (3) from 1,001-2,000 stu-
dents; (4) from 2,001-4,000 students; and (5) over 4,000 
students. 
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Superintendents of school districts selected for 
the original sample were polled by a questionnaire. Each 
superintendent was requested to indicate which of twenty-
f our communication media had been utilized by his district 
during the 1966 calendar year. 
The sample. All school districts that had pre-
sented tax levies for voter approval during 1966 composed 
the universal set from which the original sample was se-
lected. From this group 146 districts were randomly 
selected for the sample by use of a table of random num-
bers. Four categories contained thirty districts; the 
fifth, having less school districts presenting tax levies 
to the voters, contained twenty-six districts. 
Of the 146 school districts to which the question-
naire was sent, twenty-five in each category were to be 
randomly selected, by use of a table of random numbers, 
for the research sample, providing that an adequate re-
sponse was received. 
The questionnaire. Twenty-four communication media 
were listed on the questionnaire used to poll respective 
superintendents. Items for the questionnaire were selected 
from resource material on communications and public rela-
tions. Each item, except for the telephone, was clarified 
by a comment in parentheses. 
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Although items were not indicated as direct or in-
direct on the questionnaire, odd numbered items involved 
indirect communication, and even numbered items involved 
direct communication. Indirect communication involves no 
personal contact and/or influence; direct communication 
requires some form of personalization. Indirect communi-
cation is primarily one-way communication; direct commu-
nication is capable of evolving into two-way communication. 
A response, requestiug that each item be marked 
either "yesn or "no", was sought to indicate whether or 
not a school district had utilized the respective media 
during the calendar year 1966. Most school districts do 
not maintain a concise, accurate record of the number of 
times a communication media is used; therefore, the ques-
tionnaire did not seek the extent that a particular media 
was employed. 
The form. Appendix A contains a copy of the ques-
tionnaire employed and a copy of the cover letter which 
accompanied each questionnaire. Appendix B contains a 
listing, by counties, of the districts involved in the 
research sample. 
Organization .2.f the ill.!· The number of "yes" re-
sponses for each district in each category were listed in 
order from the highest total number of communication media 
employed to the lowest number employed. Concurrently, the 
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number of "yes" responses for employment of direct and in-
direct components of communication were listed for each 
district. In conjunction with these three figures, the 
total number of levies presented for voter approval, the 
number of levies which passed, and the number of levies 
which failed were posted for each district. For each 
category the six items were totaled and the means were 
ascertained for total media, direct media, and indirect 
media employed. The percentage of levies passing in each 
category was found to determine if the size of a school 
district had a bearing upon the success of school levies. 
Analyses were made of all districts in the study 
for all levies presented to the voters. Analyses were 
made for the three modes of communication considered in 
the study: (1) total of all media employed; (2) total 
direct media employed; and (3) total indirect media em-
ployed. The analysis for each mode considered in rank 
order, from high to low, the number of media employed 
with corresponding figures citing the number of districts 
involved, the number of levies presented with the number 
passing and failing, and the per cent of levies presented 
which passed. 
An analysis was made of the districts in the study 
presenting levies for the first time in 1966 for voter 
approval. This analysis was made to offer more information 
on the effect which media employed had upon the passage 
of school tax levies. Information from the Washington 
Education Association was obtained to determine which 
levies had been presented for the first time. 
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A "pass" or a "fail" response for levies presented 
the first time during 1966 was utilized as an attempt to 
further establish a relationship between the number of 
communication media employed and the passage of school 
tax levies. Several school districts presented more than 
one levy on a given date; therefore, only those districts 
which obtained complete passage or complete failure for 
all levies presented on a given date were incorporated in-
to the analysis. 
A fourth analysis was made as an additional attempt 
to ascertain the effect which media employed had upon the 
passage of school tax levies. This analysis was restricted 
to levies presented singularly the first time in 1966 for 
voter approval. Information was obtained from the Wash-
ington Education Association to determine which levies had 
been presented singularly the first time. 
An expected and achieved passage and failure for 
levies presented was conducted to explicitly illustrate 
what relationship the number of media employed had to the 
success of school tax levies. An analysis was made for 
each of the three types of levy presentation discussed 
previously. 
CHAPTER IV 
PRESENTATION OF THE DATA 
Superintendents from 133 school districts responded 
to the questionnaire. This was a 91% return of all ques-
tionnaires sent. Since the returns in category one were 
limited to twenty-four districts, all five categories were 
restricted to this figure. Districts were selected ran-
domly; therefore, a uniform distribution in all categories 
was employed for convenience. 
I. CATEGORIES AND LEVY PRESENTATIONS 
~ categories. Analyses were made for the school 
districts in each category utilizing the number of media 
employed and levies presented for voter approval. Table I 
contains the analysis for category one. This category 
achieved an 89% passage of levies presented with mean 
values of 8.8~, 4.96, and 3.88 respectively for total of 
all media, direct media, and indirect media employed. 
Table II includes the analysis for category two. Category 
two had a 73% passage of levies presented with mean values 
of 13.67, 7.54, and 6.13 respectively for total of all 
media, direct media, and indirect media employed. Cate-
gory three is included in Table III. Category three ob-
tained a 69% passage of levies presented with mean values 
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of 12.50, ?.04, and 5.46 respectively for total of all 
media, direct media, and indirect media employed. Table 
IV presents the analysis for category four. This category 
achieved an 85% passage for levies presented with mean 
values 15.21, 8.21, and ?.00 respectively for total of all 
media, direct media, and indirect media employed. Category 
five is presented in Table V. This category had a ?6% 
passage for all levies presented with mean values of 17.79, 
9.17, and 8.63 respectively for total of all media, direct 
media, and indirect media employed. Table VI presents a 
summary of Tables I-V. 
The means per district for total media employed, 
direct media employed, and indirect media employed, as in-
dicated in Tables I-VI, generally increased as the size of 
school districts involved increased. An exception existed 
between category two and category three where category two, 
composed of districts with 501-1,000 full-time student en-
rollment, had a larger mean per district for the three 
areas than category three, composed of districts with 
1,001-2,000 full-time student enrollment. 
An observation of the per cent of levies which 
passed for each category offered no basis whereby a 
general conclusion could be inf erred concerning the size 
of districts and success with school levies. Categories 
one and two combined, involving districts with full-time 
Total 
media 
employed 
19 
13 
11 
11 
11 
11 
11 
10 
10 
10 
9 
9 
9 
9 
8 
8 
8 
7 
7 
? 
6 
5 
3 
0 
Total for 
212 
26 
TABLE I 
NUMBER OF MEDIA EMPLOYED AND LEVIES PRESENTED 
FOR VOTER APPROVAL FOR SCHOOL DISTRICTS 
IN CATEGORY 1 
(FROM 1-500 FULL-TIME STUDENT ENROLLMENT) 
Direct Indirect Number of Number of Number of 
media media levies levies levies 
employed employed presented passing failing 
11 8 1 1 
6 7 1 1 
8 3 3 3 
8 3 1 1 
6 5 1 1 
6 5 2 1 1 
6 5 1 1 
5 5 1 1 
6 4 1 1 
4 6 1 1 
5 4 1 1 
5 4 1 1 
5 4 1 1 
5 4 1 1 
5 3 1 1 
7 1 1 1 
4 4 2 1 1 
4 3 1 1 
2 5 1 1 
5 2 1 1 
4 2 1 1 
1 4 1 1 
1 2 1 1 
0 0 1 1 
all districts: 
119 93 28 25 3 
Mean per district: 
8.83 4.96 3.88 
Per cent of passage for category 1: 89°fo 
Total 
media 
employed 
20 
19 
18 
17 
17 
16 
16 
16 
16 
15 
15 
15 
14 
13 
13 
13 
12 
11 
11 
11 
11 
8 
8 
3 
Total for 
328 
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TABLE II 
NUMBER OF MEDIA EMPLOYED AND LEVIES PRESENTED 
FOR VOTER APPROVAL FOR SCHOOL DISTRICTS 
IN CATEGORY 2 
(FROM 501-1,000 FULL-TIME STUDENT ENROLLMENT) 
Direct Indirect Number of Number of Number of 
media media levies levies levies 
employed employed presented passing failing 
12 8 1 l 
11 8 1 1 
10 8 2 1 1 
10 7 1 1 
8 9 l 1 
10 6 l 1 
9 7 1 1 
9 7 2 2 
8 8 1 1 
5 10 1 1 
8 7 1 1 
7 8 1 1 
9 5 1 1 
6 7 1 1 
7 6 l 1 
7 6 3 2 1 
8 4 l l 
5 6 2 1 l 
7 4 2 1 l 
8 3 4 4 
7 4 l 1 
4 4 l 1 
4 4 1 l 
2 1 l 1 
all districts: 
181 147 33 24 9 
Mean per district: 
13.67 7.54 6.13 
Per cent of passage for category 2: 73% 
Total 
media 
employed 
19 
18 
17 
17 
16 
16 
15 
14 
14 
14 
13 
12 
12 
11 
11 
11 
11 
11 
11 
9 
9 
7 
7 
5 
Total for 
300 
28 
TABLE III 
NUMBER OF MEDIA EMPLOYED AND LEVIES PRESENTED 
FOR VOTER APPROVAL FOR SCHOOL DISTRICTS 
IN CATEGORY 3 
(FROM 1,001-2,000 FULL-TIME STUDENT ENROLLMENT) 
Direct Indirect Number of Number of Number of 
media media levies levies levies 
employed employed presented passing failing 
11 8 2 1 1 
10 8 1 1 
9 8 1 1 
8 9 2 1 1 
9 7 1 1 
10 6 1 1 
8 7 2 2 
8 6 2 1 1 
10 4 2 1 1 
8 6 2 2 
7 6 1 1 
6 6 1 1 
6 6 1 1 
6 5 3 3 
7 4 1 1 
6 5 1 1 
7 4 2 1 1 
7 4 3 1 2 
5 6 1 1 
4 5 1 1 
6 3 1 1 
4 3 1 1 
4 3 1 1 
3 2 2 2 
all districts: 
169 131 36 25 11 
Mean per district: 
12.50 7.04 5.46 
Per cent of passage for category 3: 69% 
Total 
media 
employed 
23 
18 
18 
18 
18 
17 
17 
16 
16 
16 
15 
15 
15 
15 
15 
14 
14 
13 
13 
13 
13 
12 
11 
10 
Total for 
365 
Mean per 
15.21 
Per cent 
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TABLE IV 
NUMBER OF MEDIA EMPLOYED AND LEVIES PRESENTED 
FOR VOTER APPROVAL FOR SCHOOL DISTRICTS 
IN CATEGORY 4 
(FROM 2,001-4,000 FULL-TIME STUDENT ENROLLMENT) 
Direct Indirect Number of Number of Number of 
media media levies levies levies 
employed employed presented passing failing 
12 11 1 1 
10 8 1 1 
10 8 1 1 
10 8 1 1 
10 8 1 1 
10 7 1 1 
B 9 1 1 
10 6 2 1 1 
9 7 2 2 
9 7 1 1 
B 7 1 1 
8 7 2 1 1 
8 7 1 1 
7 B 1 1 
9 6 1 1 
9 5 2 2 
B 6 1 1 
6 7 2 2 
8 5 1 1 
7 6 1 1 
5 B 3 2 1 
5 7 3 3 
5 6 1 1 
6 4 1 1 
all districts: 
197 168 33 28 5 
district: 
8.21 7.00 
of passage for category 4: 85% 
Total 
media 
employed 
23 
22 
21 
21 
21 
20 
19 
19 
19 
19 
19 
19 
19 
18 
17 
17 
17 
16 
16 
16 
15 
14 
10 
10 
Total for 
427 
Mean per 
17.79 
Per cent 
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TABLE V 
NUMBER OF MEDIA EMPLOYED AND LEVIES PRESENTED 
FOR VOTER APPROVAL FOR SCHOOL DISTRICTS 
IN CATEGORY 5 
(OVER 4,000 FULL-TIME STUDENT ENROLLMENT) 
Direct Indirect Number of Number of Number of 
media media. levies levies levies 
employed employed presented passing f a.iling 
12 11 1 1 
11 11 1 1 
10 11 1 1 
11 10 2 2 
11 10 2 1 1 
10 10 2 2 
10 9 1 1 
10 9 1 1 
11 8 1 1 
10 9 1 1 
10 9 2 2 
10 9 1 1 
9 10 2 2 
11 ? 2 1 1 
10 ? 1 1 
7 10 2 1 1 
8 9 2 2 
9 7 1 1 
8 8 2 2 
9 7 1 1 
7 8 2 2 
8 6 3 2 1 
4 6 1 1 
4 6 2 2 
all districts: 
220 207 37 28 9 
district: 
9.17 8.63 
of passage for category 5: 76% 
Category 
1 
2 
3 
4 
5 
TABLE VI 
SUMMARY OF NUMBER OF MEDIA EMPLOYED AND LEVIES 
PRESENTED FOR VOTER APPROVAL FOR SCHOOL 
DISTRICTS IN CATEGORIES 1-5 
Total Direct Indirect Number of Number of 
media media media levies levies 
employed employed employed presented passing 
Total Mean Total Mean Total mean 
212 8.83 119 4.96 93 3.88 28 25 
328 13.67 181 7.54 147 6.13 33 24 
300 12.50 169 7.04 131 5.46 36 25 
365 15.21 197 8.21 168 7.00 33 28 
427 17.79 220 9.17 207 8.63 37 28 
Number of 
levies 
f a.iling 
3 
9 
11 
5 
9 
Per cent 
of 
passage 
89% 
73% 
69% 
85% 
76% 
\)4 
...... 
32 
student enrollment up to 1,000, and categories four and 
five combined, involving districts with full-time student 
enrollment of 2,001 and over, had identieal "pass" per-
centages. In each ease 80% of the levies presented, 
passed. Category three, involving districts with full-
time student enrollment from 1,001-2,000, had the least 
success with 69% passing. Category one, containing the 
smallest districts in the study, attained the most suc-
cessful "passu percentage. Apparently, financial support 
of the voters is not contingent upon the size of the 
school district. 
A comparison, by categories, of the mean number of 
media employed and the percentage of levies which passed 
did not offer a continuous, positive relationship. Cate-
gory one, with the least number of media employed, had 
the highest per cent of levies which passed. Category 
five, with the largest number of media employed, had the 
third highest per cent of levies which passed. A continu-
ous, positive relationship did exist among the remaining 
categories between the number of media employed and the 
per cent of levies which passed. 
All levies presented. Tables VII-IX contain the 
complete analysis for passage and failure of all levies 
presented by school districts in the study. 
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Initial observation of Tables VII-IX indicated that 
those districts employing the least number of communica-
tion media were the most successful with their levies. If 
this observation were extended into an hypothesis, it 
would be expected that as the number of media utilized is 
increased, the per cent of levies passing would steadily 
decrease. However, the data indicated that this situation 
did not hold; no consistent pattern could be determined 
for the total number of all media, direct media, and in-
direct media employed and the per cent of levies which 
passed. 
Another hypothesis could be formed using the mean 
number of media employed per district. The hypothesis 
would be that the per cent of levies passing should either 
increase or decrease in a consistent pattern as the number 
of media employed varies from the mean value. Under this 
assumption, as the number of media employed increases be-
yond the mean value, the percentage of levies passing in-
creases. As the number of media employed decreases below 
the mean value, the percentage of levies passing decreases. 
Or, reverse situations would result for the percentage of 
levies passing. 
This assumption, applied to the analysis of all 
media, direct media, and indirect media presented in 
Tables VII-IX, produced no consistent pattern for the 
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TABLE VII 
AN ANALYSIS OF ALL DISTRICTS IN THE STUDY 
ACCORDING TO THE TOTAL NUMBER OF MEDIA 
EMPLOYED FOR ALL LEVIES PRESENTED 
FOR VOTER APPROVAL 
Total Number of Number of Number of Number of Per cent 
media districts levies levies levies of levies 
employed involved presented passing failing passing 
24 0 0 0 0 
23 2 2 1 1 50 
22 1 l 0 l 00 
21 3 5 4 1 80 
20 2 3 3 0 100 
19 10 13 11 2 85 
18 7 9 7 2 78 
17 9 12 10 2 83 
16 12 16 12 4 ?5 
15 10 13 8 5 62 
14 7 13 8 5 62 
13 9 14 12 2 86 
12 4 6 5 1 83 
11 16 29 21 8 73 
10 6 7 7 0 100 
9 6 6 5 1 83 
8 5 6 4 2 67 
7 5 5 5 0 100 
6 1 1 1 0 100 
5 2 3 3 0 100 
4 0 0 0 0 
3 2 2 2 0 100 
2 0 0 0 0 
1 0 0 0 0 
0 1 1 1 0 100 
Totals: 
1632 120 167 130 37 
Mean per district: 
13.60 
Per cent of passage for all districts for all levies: 78% 
Direct 
media 
employed 
12 
11 
10 
9 
8 
7 
6 
5 
4 
3 
2 
1 
0 
Totals: 
886 
35 
TABLE VIII 
AN ANALYSIS OF ALL DISTRICTS IN THE STUDY ACCORDING 
TO THE TOTAL NUMBER OF DIRECT MEDIA EMPLOYED FOR 
ALL LEVIES PRESENTED FOR VOTER APPROVAL 
Number of Number of Number of Number of Per cent 
districts levies levies levies of levies 
involved presented passing !ailing passing 
3 3 2 l 6? 
8 12 8 4 67 
20 25 21 4 84 
12 16 12 4 75 
20 34 25 9 74 
14 22 14 8 64 
13 17 16 1 94 
13 18 15 3 83 
11 13 10 3 77 
1 2 2 0 100 
2 2 2 0 100 
2 2 2 0 100 
l 1 l 0 100 
120 167 130 37 
Mean per district: 
7.38 
Per cent of passage for all districts for all levies: 78% 
Indirect 
media 
employed 
12 
11 
10 
9 
8 
7 
6 
5 
4 
3 
2 
1 
0 
Totals: 
746 
36 
TABLE IX 
AN ANALYSIS OF ALL DISTRICTS IN THE STUDY ACCORDING 
TO THE TOTAL NUMBER OF INDIRECT MEDIA EMPLOYED 
FOR ALL LEVIES PRESENTED FOR VOTER APPROVAL 
Number of Number of Number of Number of Per cent 
districts levies levies levies of levies 
involved presented passing failing passing 
0 0 0 0 
4 4 2 2 50 
6 11 9 2 82 
9 12 10 2 83 
18 24 18 6 75 
20 28 22 6 79 
20 29 23 6 79 
11 15 11 4 73 
17 23 15 8 65 
8 13 12 1 92 
4 5 5 0 100 
2 2 2 0 100 
1 1 1 0 100 
120 167 130 37 
Mean per district: 
6.22 
Per cent of passage for all districts for all levies: 78% 
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percentage of levies passed for either extremity of the 
respective mean value. Both an inconsistent pattern of 
increase and of decrease in the percentage of levies which 
passed appeared as the number of media employed increased 
beyond the mean value for each of the communication modes 
analyzed. A similar pattern existed as the number of 
media employed decreased below the respective mean values. 
Levies presented the first time. Since one school 
district obtained both a "pass" and a "fail" response for 
levies presented on a given date, it was not incorporated 
into this analysis. The data concerning the passage or 
failure of levies presented the first time during 1966 for 
the 119 districts is presented in Tables X-XII. Table X 
includes an analysis of 119 districts in the study accord-
ing to the total number of media employed for levies pre-
sented the first time in 1966 to voters. Table XI in-
cludes an analysis of 119 districts in the study according 
to the total number of direct media employed for levies 
presented the first time in 1966 to voters. Table XII 
comprises an analysis of 119 districts in the study ac-
cording to the total number of indirect media employed 
for levies presented the first time in 1966 to voters. 
It can be observed that no consistent relationship exists 
between the total number of all media, direct media, and 
Total 
media 
employed 
24 
23 
22 
21 
20 
19 
18 
17 
16 
15 
14 
13 
12 
11 
10 
9 
8 
7 
6 
5 
4 
3 
2 
1 
0 
Totals: 
1618 
Mean per 
13.60 
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TABLE X 
AN ANALYSIS OF 119 DISTRICTS IN THE STUDY ACCORDING 
TO THE TOTAL NUMBER OF MEDIA EMPLOYED FOR LEVIES 
PRESENTED THE FIRST TIME TO VOTERS 
Number of Number of Number of Number of Per cent 
districts levies levies levies of levies 
involved presented passing failing passing 
0 0 0 0 
2 2 1 1 50 
1 1 0 1 00 
3 4 3 1 75 
2 3 3 0 100 
10 12 11 1 92 
7 7 6 1 86 
9 9 7 2 78 
12 14 11 3 79 
10 10 8 2 80 
6 7 4 3 57 
9 10 9 1 90 
4 4 3 1 75 
16 21 14 7 67 
6 7 7 0 100 
6 6 5 1 83 
5 5 3 2 60 
5 5 5 0 100 
1 1 1 0 100 
2 2 2 0 100 
0 0 0 0 
2 2 2 0 100 
0 0 0 0 
0 0 0 0 
1 1 1 0 100 
119 133 106 27 
district: 
Per cent of passage for 
the first time: 80% 
119 districts for levies presented 
Direct 
media 
employed 
12 
11 
10 
9 
8 
7 
6 
5 
4 
3 
2 
1 
0 
Totals: 
878 
Mean per 
7.35 
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TABLE XI 
AN ANALYSIS OF 119 DISTRICTS IN THE STUDY ACCORDING 
TO THE TOTAL NUMBER OF DIRECT MEDIA EMPLOYED FOR 
LEVIES PRESENTED THE FIRST TIME TO VOTERS 
Number of Number of Number of Number of Per cent 
districts levies levies levies of levies 
involved presented passing failing passing 
3 3 2 1 67 
8 9 6 3 67 
20 22 20 2 91 
12 14 11 3 78 
19 26 20 6 77 
14 14 8 6 57 
13 14 13 1 93 
13 13 11 2 85 
11 12 9 3 75 
1 1 1 0 100 
2 2 2 0 100 
2 2 2 0 100 
1 1 1 0 100 
119 133 106 27 
district: 
Per cent of passage for 119 districts for levies presented 
the first time: 80% 
Indirect 
media 
employed 
12 
11 
10 
9 
8 
7 
6 
5 
4 
3 
2 
1 
0 
Totals: 
740 
Mean per 
6.22 
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TABLE XII 
AN ANALYSIS OF 119 DISTRICTS IN THE STUDY ACCORDING 
TO THE TOTAL NUMBER OF INDIRECT MEDIA EMPLOYED 
FOR LEVIES PRESENTED THE FIRST TIME TO VOTERS 
Number of Number of Number of Number of Per cent 
districts levies levies levies of levies 
involved presented passing failing passing 
0 0 0 0 
4 4 2 2 50 
6 9 7 2 78 
9 10 8 2 80 
18 19 17 2 89 
20 22 18 4 82 
19 21 17 4 81 
11 11 8 3 73 
17 17 10 7 59 
8 13 12 l 92 
4 4 4 0 100 
2 2 2 0 100 
l l 1 0 100 
119 133 106 27 
district: 
Per cent of passage for 119 districts for levies presented 
the first time: 80% 
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indirect media employed and the per cent of levies which 
passed. 
The second evaluation applied to all levies pre-
sented was that the per cent of levies passing should 
either increase or decrease in a consistent pattern as 
the number of media employed varied from the mean value. 
This evaluation, as with all levies presented, did not 
hold for levies presented the first time. Both an in-
crease and a decrease in the percentage of levies which 
passed appeared as the number of media employed increased 
beyond the mean value for each mode of communication ana-
lyzed. A similar pattern existed as the number of media 
employed decreased below the respective mean values. 
Levies presented singularly the first time. Pre-
sumably an analysis of singularly presented levies should 
offer the most accurate description of the effectiveness 
of the number of communication media employed. In essence, 
it offers a comparison of one levy to the number of media 
utilized in the levy's presentation to the voters. 
Composition of the analysis was comprised of 108 
districts. Tables XIII-XV contain the complete analysis 
for the 108 districts that presented levies singularly for 
the first time during 1966. 
The analysis for the 108 districts indicated a form 
42 
TABLE XIII 
AN ANALYSIS OF 108 DISTRICTS IN THE STUDY ACCORDING 
TO THE TOTAL NUMBER OF MEDIA EMPLOYED FOR LEVIES 
PRESENTED SINGULARLY THE FIRST TIME TO VOTERS 
Total Number of Number of Number of Number of Per cent 
media districts levies levies levies of levies 
employed involved presented passing failing passing 
24 0 0 0 0 
23 2 2 1 1 50 
22 1 1 0 1 00 
21 2 2 1 1 50 
20 1 1 1 0 100 
19 8 8 7 1 88 
18 7 7 6 1 86 
l? 9 9 7 2 ?8 
16 10 10 9 1 90 
15 10 10 8 2 80 
14 5 5 2 3 40 
13 8 8 7 l 88 
12 4 4 3 l 75 
11 14 14 7 7 50 
10 5 5 5 0 100 
9 6 6 5 1 83 
8 5 5 3 2 60 
7 5 5 5 0 100 
6 1 1 1 0 100 
5 2 2 2 0 100 
4 0 0 0 0 
3 2 2 2 0 100 
2 0 0 0 0 
1 0 0 0 0 
0 l l 1 0 100 
Totals: 
1448 108 108 83 25 
Mean per district: 
13.41 
Per cent of passage for 108 districts for levies presented 
singularly the first time: 7?% 
Direct 
media 
employed 
12 
11 
10 
9 
8 
7 
6 
5 
4 
3 
2 
l 
0 
Totals: 
78? 
Mean per 
7.29 
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TABLE XIV 
AN ANALYSIS OF 108 DISTRICTS IN THE STUDY ACCORDING 
TO THE TOTAL NUMBER OF DIRECT MEDIA EMPLOYED FOR 
LEVIES PRESENTED SINGULARLY 
THE FIRST TIME TO VOTERS 
Number of Number of Number of Number of Per cent 
districts levies levies levies of levies 
involved presented passing failing passing 
3 3 2 1 67 
7 7 4 3 57 
18 18 16 2 89 
10 10 9 1 90 
15 15 9 6 60 
14 14 8 6 57 
12 12 11 1 92 
13 13 11 2 85 
10 10 7 3 70 
1 1 l 0 100 
2 2 2 0 100 
2 2 2 0 100 
l l l 0 100 
108 108 83 25 
district: 
Per cent of passage for 108 districts 
singularly the first time: ??°~ 
for levies presented 
Indirect 
media 
employed 
12 
11 
10 
9 
8 
7 
6 
5 
4 
3 
2 
1 
0 
Totals: 
661 
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TABLE XV 
AN ANALYSIS OF 108 DISTRICTS IN THE STUDY ACCORDING 
TO THE TOTAL NUMBER OF INDIRECT MEDIA EMPLOYED 
FOR LEVIES PRESENTED SINGULARLY THE FIRST 
TIME TO VOTERS 
Number of Number of Number of Number of Per cent 
districts levies levies levies of levies 
involved presented passing failing passing 
0 0 0 0 
4 4 2 2 50 
3 3 1 2 33 
8 8 6 2 75 
17 17 15 2 88 
18 18 16 2 89 
17 17 13 4 76 
11 11 8 3 73 
17 17 10 7 59 
6 6 5 1 83 
4 4 4 0 100 
2 2 2 0 100 
1 1 1 0 100 
108 108 83 25 
Mean per district: 
6.12 
Per cent of passage for 108 districts 
singularly the first time: 77% 
for levies presented 
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similar to the previous two situations. A consistent, 
positive relationship did not exist between the total num-
ber of all media, direct media, and indirect media employed 
and the successful passage of school tax levies. 
The second analysis applied to the previous two 
situations produced no consistent pattern of increase or 
decrease in the percentage of levies passing as the number 
of media employed varied from the mean value of media util-
ized. Levies presented singularly conformed to this non-
relationship. No consistent pattern of increase or de-
crease in the percentage of levies which passed appeared 
as the number of total media, direct media, and indirect 
media employed varied from the respective mean value. 
II. RELATIONSHIP BETWEEN EXPECTED AND 
ACHIEVED RESULTS 
An expected and achieved passage and failure for 
levies presented was made to explicitly illustrate what 
relationship the number of media employed had to the suc-
cess of school tax levies. Presumably, if the number of 
levies which were expected to pass or to fail corresponded, 
or nearly corresponded, to the achieved results, then ap-
parently the number of media employed had a minimal or 
negligible effect upon the passage of levies presented. 
On the other hand, if the number of levies which were ex-
pected to pass or to fail varied considerably from the 
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achieved results, then apparently the number of media em-
ployed had a significant influence upon the passage of 
levies presented. 
In each analysis the number of media employed were 
arbitrarily grouped into sets of four. The number of 
levies presented and the achieved passage or failure of 
the number presented for each grouping was obtained from 
the respective tables for each mode of communication. Ex-
pected passage and failure of levies presented was deter-
mined from the per cent of levies passsing for all dis-
tricts for each separate type of presentation considered. 
All levies presented. Grouping by fours, six 
groups of media employed were involved in the analysis of 
the total media utilized. Four of these groups varied by 
one levy from the expected to the achieved number of levies 
which passed. One group varied by two; the sixth group had 
a difference of four. The Chi-square test for perfect fit 
was to have been applied to the relationship between ex-
pected and achieved results. However, the near perfect fit 
observable between expected and achieved results made the 
application of the Chi-square test unnecessary. 
Three groups of media employed were involved in the 
analysis, respectively, of the total direct media employed 
and of the total indirect media employed. Each group under 
consideration for the total direct media employed varied by 
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one levy from the expected to the achieved number of 
levies which passed. Two groups for the total indirect 
media employed varied by one levy; the third group had 
identical values for expected and achieved passage. 
Seventy-eight per cent of all levies presented by 
the 120 districts in the study passed. Expected passage 
was based on a 78% passage for all levies presented. 
Achieved passage was derived from Tables VII, VIII, and 
IX, pages 34, 35, and 36 respectively. Table .XVI illus-
trates the expected and achieved passage and failure of 
all levies presented by all districts in the study. 
With only slight variation within groupings be-
tween the expected passage and the achieved passage, a 
supposition could be tendered that the number of media 
employed did not influence the passage of school tax 
levies. This could be extended further to state that 
direct media did not have a more influential effect than 
indirect media in securing the passage of school tax 
levies. 
Levies presented 1h!, first ~· The same group-
ings for media employed were adhered to for levies pre-
sented the first time as with all levies presented. An 
80% passage of levies presented was expected. This is 
the per cent of passage for the 119 districts involved 
Number 
of 
media 
employed 
0-4** Expected 
Achieved 
5-8 Expected 
Achieved 
9-12 Expected 
Achieved 
13-16 Expected 
Achieved 
17-20 Expected 
Achieved 
21-24 Expected 
Achieved 
TABLE XVI 
EXPECTED AND ACHIEVED PASSAGE AND FAILURE OF ALL LEVIES 
PRESENTED BY ALL DISTRICTS IN THE STUDY* 
ALL MEDIA DIRECT MEDIA INDIRECT MEDIA 
Number Number Number Number Number Number Number Number Number 
of of of of of of of of of 
levies levies levies levies levies levies levies levies levies 
presented passing failing presented passing failing presented passing failing 
3 20 
2 1 16 4 34 10 
3 0 17 3 35 9 
15 91 96 
12 3 71 20 75 21 
13 2 70 21 74 22 
48 56 27 
37 11 44 12 21 6 
38 10 43 13 21 6 
56 
44 12 *Numerical values for each group of media 
40 16 employed were derived from Tables VII, VIII, 
and IX, pages 34, 35, and 36 respectively. 
37 Expected passage and failure of levies was 
29 8 based upon a 78% passage for all districts 
31 6 in the study for all levies presented. 
8 ••one district in the study responded as 
6 2 employing none of the media listed on the 
.5 3 questionnaire. 
~ 
co 
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under this analysis. Achieved passage of levies presented 
was derived from Tables IX, X, and XI, pages 36, 38, and 
39 respectively. A complete description of expected and 
achieved passage and failure of levies presented the first 
time is found in Table XVII. 
Four groups under consideration for total media em-
ployed had a variation of one levy between expected and 
achieved passage; two groups varied by two levies. Identi-
cal patterns within groupings appeared for total direct 
media employed and total indirect media employed. Each had 
a variation of one levy for two groups and a variation of 
two levies for one group. 
The near correspondence of the number of levies 
which passed to the number which were expected to pass ex-
pressed a resemblance to the previous evidence presented 
for all levies. As in the previous situation, the number 
of communication media employed, including direct and in-
direct components, by school districts sustained no direct 
relationship to the percentage of levies which passed. 
Levies presented singularly the first ~· 
Seventy-seven per cent passage was attained by the 108 
districts who presented levies singularly the first time; 
therefore, a 77% passage was expected for each grouping of 
media employed, which, as in the two previous expected and 
Number 
of 
media 
employed 
o-4•• 
5-8 
9-12 
13-16 
17-20 
21-24 
TABLE XVII 
EXPECTED AND ACHIEVED PASSAGE AND FAILURE OF LEVIES PRESENTED 
THE FIRST TIME FOR 119 DISTRICTS IN THE STUDY* 
ALL MEDIA DIRECT MEDIA INDIRECT MEDIA 
Number Number Number Number Number Number Number Number Number 
of of of of of of of of of 
levies levies levies levies levies levies levies levies levies 
presented passing failing presented passing failing presented passing failing 
3 18 37 
Expected 2 1 14 4 30 7 
Achieved 3 0 15 3 29 8 
13 67 73 
Expected 10 3 54 13 58 15 
Achieved 11 2 52 15 60 13 
38 48 23 
Expected 30 8 38 10 18 5 
Achieved 29 9 39 9 17 6 
41 
Expected 33 8 *Numerical values for each group of media 
Achieved 32 9 employed were derived from Tables X, XI, 
31 and XII, pages 38, 39, and 40 respectively. 
Expected 25 6 Expected passage and failure of levies was 
Achieved 27 4 based upon an 80% passage for 119 districts in the study for levies presented the first 
7 time, with a pass or a fail response. 
Expected 6 1 
Achieved 4 3 ••one district in the study responded as employing 
none of the media listed on the questionnaire. 
\J1 
0 
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achieved analyses, were grouped in sets of four. Tables 
XII, XIII, and XIV, pages 40, 42, and 43 respectively, 
provided the achieved passage of levies presented for each 
grouping. Table XVIII contains the compilation of expected 
and achieved passage and failure of levies presented singu-
larly the first time. 
No variation existed between expected and achieved 
passage for one group for total media employed. Two groups 
possessed a difference of one; three groups presented a 
variation of two. Variations of one, two, and three 
existed for the three groupings under direct media employed. 
Two groups under indirect media employed showed a differ-
ence of three levies between expected and achieved passage; 
one group had a difference of one. 
The pattern of relationship between media employed 
and the passage of school levies for levies presented singu-
larly the first time followed that of the previous two situ-
ations. Each situation indicated that the number of media 
employed by a school district did not have a significant in-
fluence upon the percentage of levies which passed. 
In each of the three expected and achieved analyses 
an inconsistent variation existed between expected and 
achieved results. In some groupings the expected passage 
was higher than the achieved; in others, the expected pas-
sage was less than the achieved passage. However, no 
dominant or persistent pattern of variation was apparent. 
Number 
of 
media 
employed 
o-4•• Expected 
Achieved 
5-8 Expected 
Achieved 
9-12 Expected 
Achieved 
13-16 Expected 
Achieved 
17-20 Expected 
Achieved 
21-24 Expected 
Achieved 
TABLE XVIII 
EXPECTED AND ACHIEVED PASSAGE AND FAILURE OF LEVIES PRESENTED 
SINGULARLY THE FIRST TIME FOR 108 DISTRICTS IN THE STUDY* 
ALL MEDIA DIRECT MEDIA INDIRECT MEDIA 
Number Number Number Number Number Number Number Number Number 
of of of of of of of of of 
levies levies levies levies levies levies levies levies levies 
presented passing failing presented passing failing presented passing failing 
3 16 30 
2 1 12 4 23 7 
3 0 13 3 22 8 
13 54 63 
10 3 42 12 49 14 
11 2 39 15 52 11 
29 38 15 
22 7 29 9 12 3 
20 9 31 7 9 6 
33 
26 7 *Numerical values for each group of media 
26 7 employed were derived from Tables XIII, XIV, 
25 
and XV, pages 42, 43, and 44 respectively. 
Expected passage and failure of levies was 
19 6 based upon a 77% passage for 108 districts 
21 4 in the study for levies presented singularly 
5 the first time, with a pass or a fail response. 
4 1 
••one district in the study responded as employing 2 3 none of the media listed on the questionnaire. \J'1 I\) 
CHAPTER V 
SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS 
Summa.ry. The primary purpose of this study was to 
ascertain the effectiveness of communication media in aid-
ing school districts in the passage of school taxation 
levies. A secondary purpose of the study was to determine 
if direct components of communication were more inf luen-
tial than indirect components of communication in securing 
passage of school tax levies. 
The research sample was composed of 120 school dis-
tricts randomly selected from 133 districts responding to 
a questionnaire seeking the number of communication media 
employed by each district during the 1966 calendar year. 
Twenty-four districts were selected for each of five cate-
gories determined by the enrollment of full-time students 
for grades one through twelve. 
Information obtained from the Washington Education 
Association was used to determine which school districts 
presented tax levies to the voters in 1966. This informa-
tion was also utilized to ascertain which levies presented 
passed or failed, which levies were presented for the 
first time, and which levies were presented singularly for 
the first time. 
Data from the returned questionnaires was combined 
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with the information from the Washington Education Asso-
ciation for tabular presentation of the relationship be-
tween the number of media employed and the passage of 
school tax levies. 
Tables were constructed for all levies presented 
by the twenty-four districts in each category; for all 
levies presented by the 120 districts in the study; for 
levies presented the first time for 119 districts in the 
study; and for levies presented singularly the first time 
for 108 districts in the study. Each analysis considered 
the number of levies presented and the number of levies 
which passed or failed in relation to the total number of 
all media, direct media, and indirect media employed. 
Utilizing the previously mentioned tables, analyses were 
conducted for expected and achieved passage or failure of 
all levies presented, of levies presented the first time, 
and levies presented singularly the first time. 
Conclusions. The data indicated that no consistent 
pattern existed for the total number of all media, direct 
media, and indirect media employed and the per cent of 
levies which passed. Neither a steady increase nor a 
steady decrease of levies which passed resulted as the 
number of media employed increased for the three modes of 
communication considered. 
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Both an increase and a decrease in the percentage 
of levies which passed appeared as the number of media em-
ployed varied from the mean value for each analysis of the 
three types of levy presentation. This inconsistent pat-
tern of increase and decrease appeared on both extremities 
of the mean value and for each of the three modes of com-
munication. 
Only slight variations materialized between the ex-
pected and the achieved number of levies which passed. 
This pattern of slight variation held for all media employed, 
direct media employed, and indirect media employed. A varia-
tion of one levy was the most frequent difference to appear. 
Results of the study did not appear to support two 
generally accepted principles of school communication. The 
first principle is the use of every possible channel of com-
munication to get a school message to the school's public. 
(2:28). The second principle is that personalized or person-
to-person communication is the most powerful and effective 
means of transmitting communicated messages (2:33, 16:108-
109, 17:69, 32:51). 
This study, for the particular research sample, in-
dicated that the number of communication media employed by 
school districts was not a determining factor in the suc-
cessful passage of school tax levies. The results also in-
dicated that direct components of communication were not 
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more influential than indirect components of communication 
in securing the passage of school levies. 
An incidental result of the study was that the size 
of school districts bore no relationship to the success 
which districts had in obtaining voter approval of levies. 
Recommendations. Securing public understanding and 
approval of schools' operations and procedures is essen-
tial if mutual accord is to be maintained. Under current 
public school financial practices in the State of Washing-
ton, the task of securing voter approval of school tax 
levies is crucial for the maintenance and improvement of 
Washington's educational standards. Additional research 
in this area should be conducted. 
Additional studies, similar to the current study, 
should be conducted to determine if similar or different 
results will appear. 
The current study was primarily concerned with two 
factors, the number of media employed and the number of 
levies presented for voter approval. Additional studies 
should be conducted which would consider other variables 
and factors which could influence voter response to a 
school tax levy. 
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APPENDIX A 
Dear Sir: 
517 West 13th Avenue 
Ellensburg, Washington 
98926 
February 1, 1967 
Please allow me to introduce myself and the purpose of 
this letter. I am a graduate student in educational adminis-
tration at Central Washington State College, Ellensburg, 
Washington. 
I am about to start on my research project. My thesis 
is concerned with the correlation of the use of various com-
munication media and the passage of levies in school districts 
in the State of Washington. The results should offer insights 
on which media are most effective in communicating with the 
public and, therefore, should be of value to school districts 
in conducting future levy campaigns. 
I would be grateful if you would complete the '~se of 
Communication Media" questionnaire and return it in the self-
addressed, stamped envelope. 
Tentative completion schedule for my thesis is early 
May. Upon completion, I will mail you a summary of the results 
and conclusions of the study. 
Respectfully, 
Allan Korvola 
USE OF COMMUNICATION MEDIA 
DIRECTIONS: For each communication media listed please indicate if your district has or has not 
utilized it for the calendar year 1966 by checking YES or NO. Items in parentheses 
are included to clarify the nature and scope of eac'iliiiedia:-
1. Newspapers (ads, articles, serials) 
2. Personal visits (at home, school, employment) 
3. Regular district publications (newsletters, bulletins, magazines) 
4. Community forums (involving the community's schools) 
5. Radio (ads, serials, special programs) 
6. Panels (concerned with the community's schools) 
7. Commercial television (ads, serials, special programs) 
8. Debates (concerned with the community's schools) 
9. Direct mail (letters, postcards, stuffers) 
10. Speeches (to community organizations, PTA's, special groups) 
11. Special publications (house organs, organization newsletters, 
school district) 
12. Open house (individual schools) 
13. Commercial magazines (ads, articles, serials) 
14. Advisory committees (school personnel, lay citizens, resource 
persons) 
15. Film strips, slides, or movie shorts (on community's schools and 
educational issues) 
16. Citizen committees (concerned with community's schools) 
17. District handbooks (on district policy and procedures) 
18. Telephone 
19. Questionnaires (seeking public opinion on community's schools) 
20. Direct political action (door-to-door canvassing) 
21. Displays and exhibits (concerned with community's schools) 
22. Conferences (by school personnel with parents, lay citizens, 
businessman) 
23. Posters, bulletinboards, billboards, and signs (concerned with 
community's schools) 
24. Student events (athletics, plays, concerts) 
School District: 
YES 
--YES 
--YES 
YES--
YES 
YES--
YES 
--YES 
--YES 
--YES 
--
YES 
--YES 
YES--
YES 
--
YES 
--YES 
YES--
YES 
YES--
YES 
YES--
YES 
--
YES 
--YES 
--
NO 
--NO 
NO--
NO 
NO--
NO 
NO--
NO 
NO--
NO 
--
NO 
NO--
NO, 
--
NO 
--
NO 
NO--
NO, 
NO--
NO, 
NO--
NO 
NO 
--
NO 
--NO 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
Signed: Title: 
~~~~~~~~~~~~~~~~~~~-
O'I 
I\) 
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APPENDIX B 
DISTRICTS INCLUDED IN THE RESEARCH SAMPLE 
ADAMS COUNTY: 
Othello 
Ritzville 
ASOTIN COUNTY: 
Ana tone 
BENTON COUNTY: 
Finley 
Kennewick 
Kiona-Benton City 
Prosser 
Richland 
CHELAN COUNTY: 
Lake Chelan 
Manson 
Preshastin-Dryden 
Wenatchee 
CALLAM COUNTY: 
Crescent 
Port Angeles 
Quillayute 
CLARK COUNTY: 
Camas 
La Center 
COLUMBIA COUNTY: 
Dayton 
COWLITZ COUNTY.: 
Castle Rock 
Longview 
Woodland 
DOUGLAS COUNTY: 
Eastmont 
Mansfield 
Waterville 
FRANKLIN COUNTY: 
North Franklin 
Pasco 
GRANT COUNTY: 
Ephrata 
Grand Coulee 
Hartline 
Lower Grab Creek 
Moses Lake 
Quincy 
GRAYS HARBOR CO: 
-
Elma 
Montesano 
Oakville 
KING COUNTY: 
Auburn 
Bellevue 
KING COUNTY: 
-
Issaquah 
Kent 
Lake Washington 
Mercer Island 
Renton 
Snoqualmie Valley 
Tahoma 
Vashon Island 
KITSAP COUNTY: 
Bainbridge Island 
Bremerton 
Central Kitsap 
North Kitsap 
South Kitsap 
KITTITAS COUNTY: 
Cle Elum-Roslyn 
Easton 
Ellensburg 
KLICKITAT COUNTY: 
Bickleton 
LEWIS COUNTY: 
Boistf ort 
Centralia 
Chehalis 
Morton 
Onalaska 
Pe Ell 
White Pass 
LINCOLN COUNTY: 
Creston 
Odessa 
Reardan 
OKANOGAN COUNTY: 
Coulee Dam 
Okanogan 
Omak 
Pateros 
PACIFIC COUNTY: 
North River 
Raymond 
Willapa Valley 
PIERCE COUNTY: 
Bethel 
Franklin Pierce 
Orting 
Peninsula 
Puyallup 
Tacoma 
University Place 
SKAGIT COUNTY: 
Anacortes 
Burlington-Edison 
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THURSTON COUNTY: 
Rochester 
Tumwater 
Yelm 
WAHKIAKUM COUNTY: 
Wahkiakum 
WHATCOM COUNTY: 
Bellingham 
Mount Vernon Union Ferndale 
SNOHOMISH COUNTY: Mount Baker 
Arlington 
Darrington 
Edmonds 
Everett 
Lake Stevens 
Marysville 
Snohomish 
SPOKANE COUNTY: 
Central Valley 
Deer Park 
Freeman 
Liberty 
Mead 
Spokane 
West Valley 
STEVENS COUNTY: 
Columbia 
Nooksack 
WHITMAN COUNTY: 
Colfax: 
Endicott 
La Crosse 
Oakesdale 
Palouse 
Pullman 
Rosalia 
YAKIMA COUNTY: 
Grandview 
Granger 
Highland 
Mount Adams 
Naches Valley 
Selah 
West Valley 
